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SUMMARY 
An interview survey was conducted among 376 randomly 
selected Chri stchurch households during late April and early 
May 1980. The objective of the study was to obtain information 
about fish purchasing and consumption patterns and factors affect-
ing these patterns to be used by the industry in planning its 
marketing operations. The survey results can be summarised as 
follows: 
Purchase of Fish 
Buying fish: Ninety- six per cent of households had bought 
fish in the last year. 
Who decides and who buys? In the majority of households 
the wife decided the type of fish to buy and also bought 
the fish. 
Outlet used: The majority of households bought their 
fish at the fish shop or 'fish and chip' shop. Less than 
10 per cent caught their own fish. 
Reasons influencing choiceof outlet: "Freshness of fish", 
"cleanline s s and smell of shop ", and "pe rsonal se rvice" 
were the most important reasons influencing choice of 
outlet. Less than half of the households considered 
having 'fish and chips' available as an important reason. 
Problems with fish bought: Twenty per cent of 
respondents claimed to have problems with the fish 
they bought. The most common complaint being 
"lack of freshness". 
1. 
2. 
Varieties bought: Red Cod {also called Akaroa or Deep 
Sea Cod} was the most frequent variety bought, followed 
by Terakihi, Flounder, Groper, Sole, Gurnard, and 
Blue Cod. Over 50 per cent of the households had bought 
oysters in the last year whereas crayfish, scallops, shrimps 
and mussels were each purchased by about 20 percent of the sample. 
Expenditure on fish: The average monthly per capita 
expenditure on fish (fresh, frozen or smoked) at the 
time of the survey was $2.60 while for other seafoods 
it was $1. 00, giving an average monthly expenditure 
on all fish of $3.60 per capita. Per capita expenditure 
was greater for households with fewer occupants. 
Consumption of Fish 
Types served: Ninety- six per cent of households se rved 
fresh or frozen fish in the last year; 66 per cent served 
smoked fish; 37 per cent fish fingers and cakes; 71 per 
cent canned fish and 61 per cent shellfish. 
When served: Fresh or smoked fish and shellfish were 
usually served for the main meal while canned fish was 
served for lunch, and fish fingers and cakes usually 
either for lunch or dinner. 
1 Fish and chips 1 and Other Takeaway meals: Forty-one 
per cent of the households had fish and chips as the main 
meal of the day at least once a fortnight compared with 
16 per cent having other types of takeaways. A greater 
proportion of households in the younger age groups with 
or without children had takeaway meals frequently. 
Dining out: Thirty- four pe r cent of households dined out 
at a restaurant, hotel or club at least once a month. 
"Frofe s sional and Manage rial" and younge r hou se-
holds with no children had the highest tendency to 
eat out. Fi sh and seafoods tended to be orde red as 
entrees rather than main course. 
Special dinners: Sixty-six per cent of the respondents 
said they served fish or other seafoods when they had 
special dinners. Fresh fish was served, both as main 
and entree, while shell fish was served mainly as an 
entree. 
Preparation 
Storage 
Cooking methods: The most popular cooking method 
was frying wi th only small proportions of household s 
using othe r methods. 
Sources of recipes: Previous experience was claimed to 
be the most important source of recipes with 46 per cent 
using recipe books, and only 30 per cent using the Fishing 
Industry Board leaflets. 
Freezing capacity: Fifty-four per cent of the households 
had a chest deep freeze and an additional 39 per cent had 
combination refrigerator freezers. Thus 93 per cent of 
households surveyed had some capacity to store frozen 
fish. 
Freezing fish: Sixty-five per cent of the households had 
never bought frozen fish with only four per cent buying it 
regularly. 
3. 
4. 
Bulk buying: Twenty-three percent of the households 
had bought fish in bulk in the last year, with the greater 
proportion being large r sized households. 
Attitudes Towards Fish 
Favourable attributes: The majority of respondents agreed 
fish was quick and easy to prepare and 67 per cent considered 
it a low calorie food. Also over 70 per cent thought fish did 
make a full meal. 
Fish versus meat: While fish was seen to be "better for you" 
than meat, respondents were split as to whether it was 
"better value for money" with 40 per cent agreeing and 30 
per cent undecided and 30 per cent thinking meat was "better 
value for money". 
Freshness: The strong committment to "freshness" was 
confirmed with 75 per cent of the respondents agreeing that 
only very fresh fish is worth eating. 
Frozen fillets: Forty per cent of the respondents indicated 
they would buy frozen fish fillets in plastic packs if they 
we re available. 
Implications 
Chapter 6 provides a framework for the industry to develop 
a marketing strategy aimed at increasing the consumption of fish. 
Firstly, the nature of demand for fish and factors affecting it 
are discussed,and then a framework for identifying target areas 
for increasing consumption and areas where consumption is 
threatened by substitute foods is provided. This identifies a 
wide range of opportunities for increasing consumption, varying 
5. 
from households serving fish more frequently at the traditional 
times (e. g. fresh or frozen fish for dinner once a week rather 
than once a fortnight},to new situations (e.g. fish fingers or fish 
cakes for lunch in the weekend). However, further qualitative 
research is needed to choose between opportunities and clarify 
target market segments. 
Chapter 6 also includes specific implications for the 
different groups within the industry (i.e. fishermen,processors 
and retailers). This includes, the paramount importance of 
"freshness", preference for species and product types, the 
potential for frozen fish and canned pet food, outlet shares, 
factors influencing choice of outlet and problems with fish bought. 

CHAPTER 1 
INT RODUCTION 
1.1 Purpose of the Study 
In the past decade the per capita consumption of fish relative 
to poultry, red meat and cheese has declined (see Table 1). 
TABLE 1 
Per Capita Consumption of Fish and Substitutes 
Fish Poultry Red Meat Cheese Year kilos kilos kilos kilos 
1970 6 5 107 4 
1971 7 5 107 4 
1972 5 7 III 4 
1973 5 7 109 4 
1974 5 10 102 5 
1975 6 9 108 5 
1976 4 10 106 5 
1977 3 10 103 7 
1978 N.A. N.A. 102 7 
1979 N.A. N.A. 109 8 
Source s: 
Monthly Abstracts of Statistics May 1979 and June 1980 
N. Z. Official Year Book 1979 
N. A. Not Available 
While in recent years the Fishing Industry Board has attempted 
to co-ordinate the marketing effort of the industry; in order to 
counter the declining position of fish, its planning has been hindered 
by the lack of detailed information about dome stic markets and 
market environment. 
7. 
8. 
Thus it is the purpose of this study to provide some of 
this information about the consumer market. More specifically 
the study objective was to personally interview at random 380 
Chri stchurch households in orde r to examine: 
1. household consumption and purchasing patterns for 
fish. 
2. factors affecting these purchasing and consumption 
patterns 
Special attention is given to the impact of rec ent change s 
in the market environment which include: 
~:~ Changes in the relative prices of substitutes for fish (see 
Appendix 5, Table 56). 
,;, The increased popularity of "one stop" supermarket shopping. 
=-:~ Changes in conSUlYler eating habits with the increase in the 
popularity of takeaway meals, convenience foods and dining 
out. 
,;, An inc rease in the popularity of "low calorie II, Ilhealth I', 
"natural" and "vegetarian" foods. 
~::: A decline in the population growth with low projected ·rate 
of inc rease. 
1 
:;:< Change s in household compo sition with an inc rea se in the 
proportion of households with one or two occupants (see 
Appendix 4, Table 55). 
,;, A lower average weekly wage in "real" terms since the 
1 
early 1970s. 
For the latest estimates of population growth see the Monthly 
Abstracts of Statistic s, Department of Stati stic s, June 1980, 
Section 1, Population. 
9. 
1.2 Research Procedure 
The sample: The population was defined as households in the 
Christchurch urban area. The planned sample of 380 households 
was drawn as follows: 
1. 
2. 
3. 
2 
Christchurch was divided into 57 suburbs. 
Thirty-four of these suburbs were randomly selected from 
3 
five strata. 
From each suburb an address was randomly selected to act 
as a starting point for ten or twelve interviews (every second 
dwelling in either direction was interviewed). 
Geographical details of the achieved sample and a comparison with 
census data are given in Appendix 2. 
The questionnaire: The final format of the questionnaire was 
determined after pilot testing and redrafting. It was divided into 
13 sections with que stions de signed to obtain the following 
information: 
Sec tion 1 Consumption: whether household eats fish; 
frequency of eating fresh, frozen or smoked fish, 
fish fingers or cakes, canned fish, shellfish or 
other seafoods; meals at which different types of 
fish are eaten; frequency of buying fish and chips 
and other takeaways; time of year when more fish 
2 
3 
is eaten; whether more or less fish is eaten com-
pared to a year ago. 
The suburbs were listed in the Wises Post Office Directory 
(Volume 4, 1979). 
The authors I knowledge of the socio-economic status of the 
suburbs was used to group the suburbs into five strata. The 
number of suburbs drawn from each stratum was proportional 
to the number in the population. 
1 O. 
Section 2 
Section 3 
Section 4 
Section 5 
Section 6 
Section 7 
Section 8 
Section 9 
Buying: where fish is obtained; who decides and 
who buys, how often frozen fish is bought, how 
many meals are bought for; whether fish is cooked 
the same day; amount spent on fish and other 
seafoods. 
Varieties: species of fresh fish and other sea-
foods bought in the last year; changes in varieties 
bought. 
Influences: importance of "closeness to horne ", 
"fi sh and chips being available ", "varieties 
available ", "cost ", "cleanline s s of the shop ", 
"freshness of the fish", "personal service" in 
relation to where fish is bought; problems with 
fi sh bought. 
Preparation and cooking: methods of cooking; 
sources of recipes; influence of Fishing Industry 
Board leaflets. 
Special dinners: use of fish and other seafoods. 
Reasons wh y household doe s eat fi she 
Eating out: frequency of eating out and having 
fish and other seafoods. 
Attitudes towards fish. 
Section 10 Ownership of chest deepfreezer: attitudes towards 
fish in pre-wrapped plastic packs, bulk buying; 
thawing; disadvantages with frozen fish. 
Section 11 Vegetarian meals: substitutes. 
Section 12 Pets: types and what they are fed. 
Section 13 Characteri stic s of household. 
A copy of the questionnaire is included as Appendix 1. 
The interviews: The interviews were carried out during the last 
week of April and the first week of May 1980, with the majority on 
Saturday morning or afternoon. The team of interviewers' was 
11. 
made up of 32 senior Lincoln College students and two staff membe r s. 
The senior students obtained prior interviewing experience through 
pilot testing and a training session. Five per cent of the interviews 
we re checked with telephone callbacks. 
The analysis: The data were coded and edited for computer analysis 
which involved examining the marginal frequencie s fo r the variable s 
(1. e. questions) and relationships between variables. Chi square 
tests were used to examine whether there were statistically significant 
relationships between the variable s. 
1.3 Outline of Chapters 
The next four chapters describe the survey results: Chapter 2 
desc ribing purchasing patte rns; Chapter 3 consumption patte rns; 
Chapter 4 preparation and storage and Chapter 5 attitudes towards 
fish. In the final chapter implications are drawn for the industry. 
The se include implications about the management and stimulation of 
demand for fish and more specific implications for fishermen, pro-
cessors and retailers. 

CHAPTER 2 
HOUSEHOLD PURCHASING PATTERNS 
2.1 Buying Fi sh 
Households eatin~ fish: Of the 376 households interviewed 359 
(95.5 per cent) ate fish and other seafoods. 
Who decides and who buys: In the majority of households the 
wife decides what types to buy and also bought the fish (Table 2). 
TABLE 2 
Who Decides what Types of Fish to Buy 
and Who Buys 
Person who Person who 
Wife 
Husband 
Wife and Husband 
Single Male or Female 
Parent and/or Children 
Others 
Valid Responses 
13. 
decides buys 
% 0/0 
60.2 60.2 
8.9 11.5 
12.1 9.5 
15.5 15.6 
1.8 1.8 
1.7 1.4 
100.0 100.0 
348 
14. 
Howeve r, the husband's involvement was g reate r for households 
in the younger and over 64 age group (Table 3). 
Person 
Wife 
Husband 
Husband/Wife 
TABLE 3 
Person who Buys Fish by Age of 
Head of Household 
Under 25 25-34 35-49 
Years Years Years 
0/0 0/0 0/0 
66.6 73.8 74.7 
4.8 9. 8 11. 4 
28.6 16.4 13.9 
100.0 100.0 100.0 
Valid Responses 21 61 79 
50-64 Over 64 
Years Years 
0/0 0/0 
80.0 69.4 
16.9 22.4 
3. 1 8.2 
100.0 100.0 
65 49 
Note: The percentages are for households with a husband and wife in 
the diffe rent groups. 
Buying versus catching own: A high proportion of the households 
(73 per cent) purchased all of the fish they ate, wit.h only a small 
number (6 per cent) catching most of their own. 
Number of meals bought for: Over 70 per cent of the households 
usually bought fish for one meal only with less than 10 per cent . 
usually buying for two or more meals at a time. 
15. 
2.2 Where Fish is obtained 
Outlets used: Over 80 per cent of households usually obtained fish 
at a fish shop4 with less than 10 per cent using supermarkets, fish 
mongers, wholesalers, or catching their own (Table 4). 
TABLE 4 
Where Fish is Obtained 
Fish shop (including 
Fi sh and Chip Shops) 
Supermarket 
Fishmonger 
Fisherman 
Wholesaler 
Catch Own 
Gifts 
Other 
Valid Responses 351 
a 
First Response 
79.7 
7.1 
2.3 
2.6 
2.0 
4.3 
1.1 
0.9 
100.0 
b Total Re sponse 
100.0 
21. 7 
5.1 
11. 1 
4.3 
16. 5 
14.5 
1.7 
a First response is the first unprompted response 
b This includes first, second, third and fourth unprompted responses. 
4 
The majority of these fish shops also sold 'fish and chips' however, 
over half the respondents referred to them as fish shops, rather 
than 'fish and chip' shops selling fresh fish. 
Very 
16. 
2.3 Choice of Outlet 
Reasons illfluencin~ choice: Respondents were read a list of reasons 
that may influence which retail outlet they used to buy their fish. 
At the same time they we re handed a card with a seven point scale 
and asked to indicate the order of importance of the reasons. The 
scale used was: 
Quite Slightly Slightly Quite Very 
.mportant Important Important Neither Unimportant Unimportant Unimportant 
1 2 3 4 5 6 7 
A comparison of the frequency of responses to the different 
reasons indicates that "freshness of fish" and "cleanliness and smell 
of shop" were clearly considered the most important reasons, followed 
closely by the "personal service given'l. Thi s was followed by "variety 
available fI, "closeness to home ", "cheaper prices fl. "Fish and chips 
being available" was conside red unimportant by the majority (Table 5). 
Except for larger proportions of households with children in 
the younger age groups regarding "fish-n-chips available" and 
"cheaper prices" as important there was little dif1~rence in the 
responses for the different lifecycle and occupational groups 
(Appendix 3, Table 41). However, there was a lower level of agree-
ment for the attributes "fish-n-chips available" and "cheaper prices" 
for the Iheavy' users (See Appendix 3, Table 42). 
TABLE 5 
Reasons Influencing Choice of Outlet for Fresh Fish 
(i) Absolute "Freshness "Cleanline ss & "Personal "Variety "Clo sene s s "Cheaper "Fi sh & Chips 
Percentages of Fish" Smell of Shop " Service " Available' , to Home" Prices" Available" 
0/0 0/0 0/0 0/0 0/0 0/0 0/0 
Very Important 83.9 80.7 33.4 15. 5 26.3 25.6 8. 8 
Qui te Important 12.3 14.5 43.2 39.8 27.7 25.6 17.6 
Slightly Important 1.4 2.0 12.7 16.6 14.6 11. 9 16.2 
Neither 0.6 1.1 2.3 7.2 6.3 12.5 8.3 
Slightly Unimportant 0.6 0.6 3.2 5.7 7.1 6.8 7.5 
Quite Unimportant 0.6 1.1 2.9 10.3 10.6 11.4 14.8 
Very Unimportant 0.6 2.3 4.9 7.4 6.2 27.1 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 
(ii) Cumulative 
Percentages 
Ve ry Impo rtant 83.9 80.7 33.4 15.5 26.3 25.6 8. 8 
Qui te Impo rtant 96.2 95.2 76.7 55.3 54.0 51 . 1 26.4 
Slightly Important 97.6 97.3 89.3 71. 9 68.6 63.1 42.6 
Neither 98.2 98.3 91.6 79.1 74.9 75.6 50.9 
Slightly Unimportant 98.8 98.9 94.8 84.8 82.0 82.4 58.2 
....... 
Quite Unimportant 99.4 100.0 97.7 95.1 92.6 93.8 73.0 --J . 
Very Unimportant 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Re sponse s 352 
- ~-~ . __ . ---- -- - -
18. 
Other reasons: Respondents were then asked if there were any 
other reasons influencing where they bought fish. Twenty-two 
per cent of respondents gave additional reasons (Table 6). 
TABLE 6 
Other Reasons Influencing Where Fish is Bought 
Reason 
lid ° 1 d t to " ISP ay an presen a Ion 
Ilquali ty II 
"boneless fillets II 
"shopping hours II 
"one - stop - shopping II 
other 
Valid Responses 83 
Per Cent 
45.8 
6.0 
3.7 
4.8 
4.8 
34.9 
100.0 
Problems with fish bought: Twenty per cent of the respondents 
claimed to have probleTI1s with the fi sh they bought, the mo st 
comTI1on complaint being "lack of freshness II (Table 7). 
TABLE 7 
Problems with Fish Bought 
"fish not fresh II 
Ilbones II 
"quality or size not available II 
"poor quality of smoked fish" 
"fish disintegrates when cooked ll 
"seller not accepting poor fish back ll 
other 
Valid Responses 58 
Per Cent 
44.8 
22.4 
8.6 
8.6 
5.2 
3.4 
7.0 
100.0 
19. 
2.4 Specie s Bought 
Fi sh: Red Cod (also called Akaroa and Deep Sea Cod), Te rakihi 
and Flounder were the most popular varieties with half of the 
respondents having bought them in the last year. Other varieties 
having a high recall were Groper, Sole, Gurnard and Blue Cod 
(Table 8). 
TABLE 8 
Varieties of Fish Bought in the Past Year 
Varieties Total Recall 
Total Recall 
a 
Prompted/ b Recall 
'Top of Head I 
Unprompted Unprompted 
% % % 
Akaroa Cod 13.3 20.5 36.3 
Red/Deep Sea Cod 4.5 17.8 11. 0 31. 5 22.2 58.5 
Flounder 12.8 28.5 54.0 
Terakihi 14.6 33.0 49.0 
Groper 10.1 25.0 42.0 
Sole 8.5 21. 8 40.9 
Gurnard 6.9 19. 7 35.7 
Blue Cod 5.3 17. 5 28.7 
Lemon Fish 1.9 7.5 2 0.3 
Ling 1.1 6.4 19.7 
Snapper 3.7 7.2 17.0 
Other 2.7 7. 5 16.3 
Hoki 0.3 3.5 
Number of Re spondents 376 
a "Top of Head II is the first unprompted response. 
b Prompted recall is when the interviewer reads out the varieties 
which we re not recalled unprompted. 
2 O. 
Chanfies: Eight per cent of respondents said they were buying 
more of certain varieties of fish compared to last year (Table 9). 
TABLE 9 
Increases in Varieties Boufiht 
Variety Total 
Fe r Cent 
Akaroa Cod 25.0 
Red Cod 6.3 
Lemon Fish 21. 9 
Blue Cod 25.0 
Gurnard 15.6 
Flounder 21. 9 
Groper 15.6 
Ling 3.1 
Valid Responses 42 
The main reasons for the changes were "becoming more 
d t "" k" f" h h " " " 1"" 1 "t" a ven urous, wor In IS s op, on specla , usua varle les 
not available ". 
21. 
Shellfish and Other Seafoods: Over 50 per cent of the households 
had bought oysters in the last year compared with 20 percent 
buying crayfish, scallops, shrimps and mussels. Only small 
numbers of households had bought paua, squid, and other seafoods. 
TABLE 10 
Varieties of Shellfish and Other Seafoods 
Bou~ht in the Past Year 
Varietie s Total Recall 
Total Recall 
Recall 
'Top of Head' 
Unprompted Prompted/ Unprompted 
0/0 0/0 0/0 
Oyster s 42.6 50.8 53.2 
Crayfish 4.3 11.5 2 0.5 
Scallops 3.7 14.3 19.9 
Shrimps 2.9 11.5 18.9 
Mussels 5.3 12. 5 18.4 
Paua O. 5 2.7 8.3 
Squid O. 5 1.8 5.3 
Valid Responses 376 a 
The socio-economic characteristics of households buying 
different varietie s of shellfish and other seafoods are given in 
Appendix 3, Table 43 . 
a 
Seasonal availability may have affected the recall of varieties, 
i. e. whitebait was out of season, while oysters were at their 
peak. 
22. 
Number of Varieties: The number of different varieties of fish 
and shellfish and other seafoods bought varied between households 
(Table 11). 
TABLE 11 
Number of Varietie s of Fi sh, Shellfish and 
Other Seafoods Bought in the Past Year 
Number bought 
o 
1 - 2 
3 - 4 
5 - 6 
More than 6 
Valid Responses 376 
Fish 
0/0 
8.6 
22.1 
37,3 
18.9 
13, 5 
100.0 
Shellfish and 
Other Seafood s 
0/0 
34.0 
42.6 
16.5 
4,2 
2.7 
100.0 
Note: The percentages are based on total prompted and unprompted 
responses. 
23. 
As could be expected the ave rage numbe r of varietie s 
bought was higher for ''heavy'' users, while the younger age 
groups also bought more varieties of other types of seafood 
(Table 12). 
TABLE 12 
Average Number of Varieties Bought By Expenditure 
Groups and Age of Head of Household 
(i) Expenditure Group 
Fish 
Shellfish and Other Seafoods 
Valid Re s ponse s 320 
(i i) Age Under 25 Years 
Fish 4.0 (30) 
Shellfi sh and 
Other Seafoods 3.4 (26) 
Valid Re sponse s 320 
"Light" 
User 
"Medium" 
User 
3.6 (90)a 
2.0 (62) 
3.9(158) 
2.4(124) 
25-34 35-49 50-64 
Years Years Years 
3.7 (70) 4.1 (80) 4.0 (73) 
2.4 (58) 2.3 (70) 2.2 (54) 
Note: "Light" - less than $2.00 per capita per week 
''Heavy'' 
User 
4. 3 (72) 
2.8(55) 
Over 64 
Years 
3.9(67) 
1.6(33) 
"Medium" - $2.00 - $5.00 pe r capita per week 
''Heavy'' - greater than $5.00 per capita per week 
a the numbers in brackets are the number of valid responses. 
24. 
2. 5 Expendi ture 
Monthly household expenditure: The average monthly household 
expenditure for fresh/frozen or smoked fish was $6.80 while for 
other seafoods it was $3.60. The average monthly expenditure 
\0 
for all type s of fish was $\ 40. The majority of households spent 
between $2. 00 and $8. 00 on fre sh/ frozen and smoked fi sh while 
the majority spent "less than $1. OO"on shellfish and other seafoods 
(Table 13). 
TABLE 13 
Monthly Household Expenditure on Seafoods 
Fresh/Frozen 
Shellfish 
Expendi tUre & Smokerl Fish and Other Total Seafoods 
o/a o/a o/a 
Less than $1.00 5. 0 52.6 3.7 
$ 1.00 - $ 1. 99 1.1 4.4 2.8 
$ 2.00 - $ 3.99 17.2 16.0 12.9 
$ 4.00 - $ 5.99 23.3 11. 9 14.7 
$ 6.00 - $ 7.99 11. 4 3.2 14.4 
$ 8.00 - $ 9.99 8.7 2.6 7.8 
$10.00 - $14.99 21. 6 6.4 20.7 
$1 5. 00 - $19.99 5.2 0.9 9.5 
$2 O. 00 or more 6. 5 2.0 13. 5 
100.0 100.0 100.0 
Valid Re sponse s 376 
Per Capita expenditure: The average monthly per capita expen-
diture on fresh/frozen or smoked fish was $2. 60,while for other 
seafoods it was $1.00, giving an average monthly expenditure on 
all fish of $3.60 per capita. The majority of households spent 
between $1. 00 and $4. 00 per capita on fi sh, and $1.00- $2.00 on 
shellfish and other seafoods (Table 14). 
TABLE 14 
Monthl~ Per Capi ta Expenditure on 
Seafoods 
Fre sh / Frozen Shellfish 
Expendi ture & Smoked Fish and Other Total Seafoods 
0/0 0/0 0/0 
Less than $1.00 9.0 8.8 7.7 
$ 1.00 - $ 1. 99 33.2 75.5 24.2 
$ 2.00 - $ 3.99 34.0 10.1 33.0 
$ 4.00 - $ 5.99 16.2 2.7 2 0.2 
$ 6.00 - $ 7.99 3.5 0.8 7.2 
$ 8.00 - $ 9.99 1.1 0.3 1.6 
$10.00 - $14.99 1.9 1.3 3. 5 
$15.00 - $19.99 0.3 0.3 1.3 
$20.00 or more 0.8 0.2 1.3 
100.0 100. 0 100.0 
Valid Responses 376 
25. 
26. 
Socio-economic Characteristics: There were distinct variations in 
the per capita expenditure of fish for households of different com-
position, with the average per capita expenditure being higher for 
households without children and few occupants. The same trend was 
also evident for shellfish and seafoods (Table 15). 
TABLE 15 
Ave rage Monthly: Pe r CaUi ta EX12endi ture on 
Fi sh by: Household Com12osi tion 
(1) Fresh/Frozen 1 -2 3-4 Over 4 All 
and Smoked Occupants Occupants Occupants Households 
Children $2.79 (7)a $2.29 (81) $1.77 (56) $2.11 (144) 
No Children $3.83(148) $2.41 (51) $1.10 (4) $3.42 (203) 
All Households $3.78(155) $2.34 (132) $1.72(60) $2. 88 (347) 
(ii) Other Seafoods 
Children $2.43 (7) $0.95 (81) $0.62 (56) $0.89 (144) 
No Children $1.44 (148) $0.89 (51) $0.25 (4) $1.27 (203) 
All Households $1.48 (155) $0. 93 (132) $0.60 (60) $1.12 (347) 
( iii) All Fi s h 
Children $5.21 (7) $3.25 (81) $2.39 (56) $3.01 (144) 
No. Children $5.27 (148) $3.30 (51) $1.35 (4) $4.70 (203) 
All Households $5.26 (155) $3.27 (132) $2.32 (60) $4.00 (347) 
a 
The numbers in the brackets are the numbe r of valid response s for each 
category. 
The re was little variation in the pe r capi ta expenditure s between 
the different occupational and age groups (See Appendix 3, Table 44). 
CHAPTER 3 
HOUSEHOLD CONSUMPTION PATTERNS 
3.1 Serving Fish and Other Seafoods 
Types served: Ninety- seven per cent of households served fish 
{fresh or frozen), compared with 59 per cent serving smoked fish, 
37 per cent fish fingers and cakes, 73 per cent canned fish and 
65 per cent shellfish (Table 16). 
TABLE 16 
Frequency of Households Serving Fish and Other Seafoods 
Frequency 
Fre sh Smoked 
Fish Fish 
0/0 0/0 
Once a fortnight 75.1 10.8 
or more 
Once a month 22.4 48.3 
or more 
Never 2.5 40.9 
100.0 100.0 
Valid Responses 359 
Fish Fingers 
or Cake s 
0/0 
7.7 
3 0.2 
62.1 
100.0 
Canned 
Fish 
0/0 
28.1 
45.2 
26.7 
100.0 
Shellfi sh 
0/0 
17.0 
47.6 
35.4 
100.0 
Household characteristics: Frequent consumption of fresh fish was 
highest in the professional/managerial group and lowest in the 
retired/older group. In contrast, smoked fish consumption was 
highest in the retired/older group and households without children 
while for canned fish and shellfish, the highest levels were in the 
professional/managerial group and the under 35 group with no 
children (See Appendix 3, Table 45). 
27. 
28. 
When served: Fresh and smoked and shellfish were usually served 
with the main meal of the day, while canned fish was usually served 
for lunch. Fish fingers or cakes were served for lunch or dinner. 
Only a few households ever served fish or other seafoods for break-
fast (Table 17). 
TABLE 17 
Meals when Fish and Seafoods are Served 
(a) Usually 
Served 
Meal Time 
Breakfast 
Lunch 
Dinner 
(b) Occasionally 
Served 
Meal Time 
Breakfast 
Lunch 
Dinner 
Fresh Smoked Fish Fingers 
Fi sh Fi sh or Cake s 
% % % 
1.3 1.3 0.8 
16.0 17.6 16.0 
76.6 35.6 17.6 
% 
6.4 
35.7 
82.2 
% 
2.1 
24.0 
38.0 
% 
3.7 
55.3 
2 0.3 
Canned 
Fish 
% 
0.8 
46.8 
17.8 
% 
2.1 
55.3 
23.1 
Shellfi sh 
1.9 
19. 7 
34.6 
% 
2.4 
28.2 
40.7 
Household Characte-ristics: There was little difference in household 
characteristics of those serving fish at different me:l.ls except for a 
smaller proportion of the older retired group serving fish regularly 
for dinner (See Appendix 3, Table 46). 
29. 
3.2 Changes 
Seasonal changes: Less than thirty-three per cent of the respondents 
said their fish consumption varied throughout the year, with times of 
higher consumption being summer and holidays (13 per cent of respon-
dent.s), winter (10 per cent of respondents), and Lent (3 per cent of 
re spondents). 
Change s compared with a year ago: Twenty- fi ve pe r cent of the 
respondents said their households were eating more fish than a year 
ago, with 23 per cent eating less. The reasons for eating more 
included "cheaper price s ", "on special", "weight watching ", and 
"change in taste ". The reason for eating Ie ss was dominated by 
"dearer prices" (Table IS). 
TABLE IS 
Reasons for Eating More or Less 
Fi sh During the Past Year 
Reason 
"cheaper prices" 
"d ." earer pnces 
"on special" 
"health reasons" 
"convenience" 
"more/less people in house" 
"weight watching" 
"changing taste s" 
"other" 
Valid Responses 
More 
% 
20.2 
16.5 
11. 4 
7.6 
3. S 
12.7 
17.7 
10.1 
100.0 
79 
Less 
% 
60.6 
1.4 
4.2 
2.S 
4.3 
5.6 
21.1 
100. 0 
71 
3 O. 
3.3 Takeaways 
Freguency: Nearly forty-four percent of the households had takeaways 
as the TI1ain TI1eal of the day at least once a fortnight. Greater propor-
tions of these were households with children and in the younger age 
groups (Table 19). 
TABLE 19 
Frequency of Having Takeaway Meals by Occupation 
and Age of Head of Household 
Profe s siona1/ Clerical Trade sTI1an/ Other/ (i) Occupation 
Managerial 
Sales & 
Labourer Retired Service 
% % % 0/0 
Households with 
children 45.9 59.6 72.4 50.0 
No Children 45.7 55.9 36.5 14.7 
All Households 45.8 58.0 55.5 17.5 
Valid Responses 72 81 110 103 
(ii) Age Under 25 25-34 35-49 50-64 Over 64 
Years Years Years Years Years 
Households with % 0/0 % % % 
children 75.0 68.6 63.2 33.3 50.0 
No Children 71.4 69.6 36.4 2 0.9 10.4 
All Households 72.2 68.9 56.7 23.5 12.3 
Valid Re sponses 36 74 90 85 81 
Note: Percentages are calculated on households having takeaways 
fortnightly or TI1ore. 
31. 
Types of takeaways: 'Fish and chips" was the most popular takeaway 
meal with over 40 per cent of the households having it as a main meal 
at least once a fortnight (Table 20). 
TABLE 20 
Frequency of Having Different Types of Takeaway Meals 
"Fish and Chips" other takeaways 
0/0 % 
Weekly 24.4 8.1 
Fortnightly 16.6 7. 5 
1 - 3 Months 28.6 24.7 
6 Months to 1 Year 9. 5 18.6 
Longer or Never 2 0.9 41.1 
100.0 100.0 
Valid Responses 360 
For a comparison between 'Fish and Chips' and 'other takeaways' 
by Occupation and Lifec yc1e groups see Appendix 3, Table s 47 and 48 . 
32. 
3.4 Dining Out 
Frequency: Thirty-four per cent of the households dined out at a 
restaurant, hotel or club at least once a month. Dining out was 
highest in the professional managerial group and the younger age 
group with no children (Table 21). 
TABLE 21 
Frequency of Eating Out by Occupation and Lifecycle 
(1) Occupation 
Monthly or More 
2 - 3 Month s to 
Yearly 
Longer or Never 
Valid Responses 
(ii) Lifecycle 
Monthly or More 
2-3 Months to 
Yearly 
Longer or Never 
Valid Re spon se s 
Profe s sionall 
Managerial 
% 
51. 4 
37.5 
11. 1 
100.0 
72 
Clerical 
Sale s & 
Service 
% 
33.7 
58.8 
7.5 
100.0 
80 
Under 35 Under 35 
Tradesmanl 
Labourer 
% 
28.2 
44.5 
27.3 
100.0 
110 
Othe r I 
Retired 
% 
27.4 
29.5 
43.1 
100.0 
102 
35-64 35-64 
No children Children No Children Children 
Over 
65 
% 
76.5 
23.5 
0.0 
100.0 
51 
0/0 
27.6 
67.2 
5.2 
100. 0 
58 
0/0 
22.5 
69.6 
7.9 
100.0 
89 
% 
27.9 
66.3 
5.8 
100.0 
86 
% 
28.7 
43.8 
27.5 
100.0 
80 
33. 
Choice of fish or seafoods: Fish and seafoods tended to be orde red 
as an entree rather than a main course (Table 22). 
Served as 
Most times 
Half time 
Occasionally 
Rarely 
Never 
TABLE 22 
Frequency of Having Fish or 
Seafoods when Dining Out 
Entree 
% 
56.4 
8.2 
7.8 
7.3 
20.3 
100.0 
Valid Responses 346 
Main 
% 
13.9 
13.7 
21.7 
2 0.3 
30.4 
100.0 
34. 
3. 5 Special Dinne r s fo r Gue st s 
Types served: Sixty- six per cent of respondents said they served 
fish or other seafoods with special dinners for guests, with 14 per 
cent serving it most times; 10 per cent half the time; 23 per cent 
occasionally and about 20 per cent infrequently (Table 23). 
Entree or main: Fresh fish was the type most often served, both 
as main meal and entree. Second was shellfish which was served 
almost exclusively as an entree (Table 23). 
TABLE 23 
Types of Fish Served for Entree and/or Main Meal 
(a) Types 
Served 
Served 
Not Served 
Fresh/ Smoked Other Shellfi sh Frozen Fish Seafoods 
0/0 0/0 0/0 0/0 
44.4 29.3 5.3 8. 5 
55.6 70.7 94.7 91. 5 
100.0 100.0 100. 0 100.0 
Valid Responses 376 
(b) When 
Served 
0/0 0/0 0/0 0/0 
Entree 38.3 85.5 50.0 80.0 
Main Meal 44.3 9.0 45.0 16.7 
Both 17.4 5. 5 5.0 3.3 
---
100.0 100.0 100.0 100.0 
Valid 
Responses 167 110 20 30 
Canned 
Fish 
0/0 
8.5 
91. 5 
100.0 
0/0 
51. 6 
35.5 
12.9 
100.0 
31 
Other 
Types 
0/0 
9. 5 
90.5 
100.0 
0/0 
73.3 
26.7 
0.0. 
100.0 
15 
Households in the professional/managerial and clerical 
sales, and service occupational groups served fish for guests 
more regularly than those in other groups (see Appendix 3, Table 49). 
35. 
3.6 Vegetarian Meals 
Frequency. Eleven per cent of households had a main meal without 
meat, fish or poultry more than once a week; 20 per cent had once 
a week; 5 per cent once a fortnight; 17 per cent monthly or longer; 
49 per cent never had a main meal without meat, fish or poultry. 
The main substitutes for meat, fish and poultry were eggs, cheese 
and vegetables (Table 24). 
Sub sti tute s 
Eggs 
Cheese 
Vegetable s 
Pizza 
Beans 
Pasta 
Fruit 
Other 
Valid Responses 251 
TABLE 24 
Sub s ti tute s fo r Fi sh 
First Response 
% 
39.0 
29.5 
11. 2, 
1.6 
3.6 
6.7 
1.2 
7.2 
---
100.0 
Total Response 
% 
61. 0 
80.5 
18.7 
36.7 
22.3 
16.7 
7.6 
15. 9 
100.0 
36. 
Younger households with children had the highest frequency 
of eating vegetarian meals; 42 per cent having a meal without meat 
or fish once a week or more (Table 25). 
TABLE 25 
Freguency: of Vegetarian Meals by: Lifec y:c1e 
Under 35 Under 35 35-64 35-64 Over 
Frequenc y No children Children No children Children 65 
0/0 0/0 0/0 0/0 0/0 
Once a week or 
more 42.0 29.3 28.4 3 O. 2 20.3 
Once a fortnight 
to 3 months 18.0 2 0.7 10.2 11. 6 21. 5 
Longer or Never 40.0 50.0 61. 4 58.2 58.2 
100.0 100.0 100.0 100.0 100.0 
Valid Responses 50 58 88 86 77 
3. 7 Pet Food 
Households with pets: Fifty-nine per cent of all households had pets 
(cats and dogs) with larger proportions being households with chil-
dren and those in the younger age group (Table 26). 
TABLE 26 
HouseholdB with Pets by: Lifecy:c1e 
Lifecyc1e Under 35 Under 35 35-64 35-64 Over No children Children No children Children 65 
0/0 0/0 0/0 0/0 0/0 
Pets 56.9 70.7 50.0 84.9 34.2 
No Pets 43.1 29.3 50.0 15.1 65.8 
100.0 100.0 100.0 100.0 100.0 
Valid Responses 51 58 88 86 79 
37. 
Types of pet food: Fresh and canned meat were the most popular 
food for both cat and dog owners and dog sausage meat also figurec1 
prominently with dog owners. Catfish and canned fish was only 
used by 20 per cent of cat owners (Table 27). 
TABLE 27 
a 
Type of Pet Food Usually Fed to Pets 
Pet food 
Fresh Meat 
Fre sh Fi sh 
Cat Fish 
Canned Meat 
Canned Fi sh 
Sausage Meat 
Other (Scraps etc) 
Valid Re sponse s 
Cats 
0/0 
43.2 
10.4 
4.8 
44.0 
6.4 
2.4 
13,6 
125 
Dogs Cats 
(T/o 
39. 1 
2.2 
2.2 
26.1 
0.0 
28.3 
10.9 
46 
and Dogs 
n7 
fO 
43.8 
10.4 
0.0 
45.8 
6.3 
33.3 
18. 8 
48 
a 
Note the figure s do not add to 100 as households could feed more 
than one type of food to pets. 

CHAPTER 4 
PREPARATION AND STORAGE 
4.1 Preparation Methods 
Ways used: The most common method of cooking fish was frying 
(82 per cent), followed by boiling and steaming (54,.per cent). All 
of the other methods of preparation were used by less than a third 
of the households (Table 28) . 
.. TABLE 28 
Preparation Methods for Fish 
Method Frying Boil/Steam Grill 
Oven 
Pie Casserole Bake 
0/0 0/0 0/0 0/0 0/0 0/0 
Usually 60.4 25.8 9.3 8.2 4.8 4.5 
Occasionally 21.3 28.5 13.3 20.7 22.9 .18.6 
Never 18.3 45.7 77.4 71.1 72.3 76.9 
100. a 100.0 100. a 100. a 100. a 100. a 
cont. 
Usually 
Occasionally 
Never 
Foil 
Baked 
0/0 
2.7 
16.2 
81.1 
100. a 
Valid Responses 376 
Soups 
0/0 
2.4 
3.2 
94.4 
100. a 
39. 
Marinated Barbeque Other 
0/0 0/0 0/0 
1.9 0.0 3.7 
9.8 3.2 4.5 
88.3 96.8 91. 8 
100.0 100.0 100. a 
40. 
4.2 Fishing Industry Board (F. 1. B.) Recipe Leaflets and other 
Source s for Recipe s 
The Fi shing Industry Board Leaflets: Sixty- three pe r cent of the 
respondents said they had seen the leaflets. However, only 30 per 
cent of the households ever used the leaflets and only forty- five 
per cent of these said they were useful. The following comments 
were made about the leaflets (Table 29). 
TABLE 29 
Usefulness of Fish Recipe Leaflets 
Reason 
"new ideas" 
"interesting and/or different II 
"easy to follow" 
"encourage to cook and buy more fi sh" 
"educational tool'! 
" ." poor recIpe 
"prefer own way" 
"lack of time to try" 
Other reasons 
Valid Responses 113 
Per cent 
22.0 
2 9. 2 
7.1 
0.9 
1.8 
7.1 
18.6 
7.1 
6.2 
1 00.0 
41. 
Household characteristics: Households using the F.r. B. recipe 
leaflets tended to prepare and cook fish in a wider variety of ways 
(i. e. casseroles, soups, etc.) than those who did not use them 
(Table 30). 
TABLE 30 
Number of Ways Fish Cooked by Use of Recipe Leaflets 
Number of 
different ways 
of cooking fi sh 
1 -2 
3-4 
5-6 
Greater than 7 
Valid Cases 
U sing leaflets 
0/0 
22.7 
39.8 
28.4 
9.1 
100.0 
88 
Not using 
leaflets 
0/0 
50.9 
40.4 
7.4 
1.3 
100.0 
267 
Also there was a higher level of awareness with "heavy" 
users and the "professional managerial!' and "clerical sales and 
service" occupational groups (see Appendix 3, Table 50). 
42. 
Other Sources for fish recipes: The most common sources for fish 
recipes was "previo:.1s knowledge or experience" (59 per cent) and 
recipe books (25 per cent). A small number of respondents also 
mentioned magazines, newspapers, radio, television and/or other 
sources (Table 31). 
TABLE 31 
Other Sources for Fish Recipes 
Source First Response Total Response 
0/0 0/0 
previous experience 64.1 81. 4 
recipe books 26.7 49.6 
newspapers 1.2 9.6 
magazines 2.0 10. 7 
radio 0.2 2.3 
televi sion 0.0 4.9 
fish booklet 
(F.I.B. pUblication) o. 9 3.8 
other 4.9 15. 7 
100.0 
Valid responses 345 
4.3 Freezing Fish 
Freezing capacity: Ninety-three per cent of the households had 
some form of freezing capacity with 54 per cent having chest 
deep freezers and 61 per cent having fridge freezers. 
43. 
Greater proportions of households with more than two occu-
pants had chest deep freezers (Table 32). 
TABLE 32 
Households wi th Deep Freezers by Composi tion of Household 
Type of Freezer 
Che st freeze r 
Refrigerator/ 
freezer 
No freezer 
Valid Responses 
1-2 
Occupants 
0/0 
38.0 
55.0 
7.0 
100.0 
1 71 
3-4 Over 4 
Occupants Occupants 
0/0 0/0 
62.2 74.6 
3 0.7 20.6 
7.1 4.8 
100.0 100.0 
140 63 
Households in the "clerical sales and service" and the 
"tradesman labourer" groups had the highest proportions of chest 
deep freezers as did the "35-49" age group (see Appendix 3, Table 51). 
Buying frozen fish: Sixty-five per cent of households never bought 
frozen fish; 15 per cent rarely; 12 per cent occasionally; while 
only 4 per cent bought regularly. 
Storing fish: Sixty-two per cent of households had stored fish in 
the past year. As could be expected there was a larger proportion 
of households storing fish who had chest deep freezers (see Appendix 3, 
Table 52). 
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4. 4 Bulk Buying 
Twenty-three per cent of the households had bought fish in 
bulk in the past year with the greater proportion of these being 
larger households with chest deep freezers (Table 33). 
TABLE 33 
Households Buying Fish in Bulk by Number of Occupants 
1-2 3-4 Over 4 
Occupants Occupants Occupants 
0/0 0/0 0/0 
Che st Freezer 60.7 78.4 76.2 
No Che st Freeze r 39.3 21. 6 23.8 
---
100.0 100.0 100.0 
Valid Responses 156 136 61 
CHAPTER 5 
ATTITUDES TOWARDS FISH 
5.1 Response to Attitude Statements 
Respondents were sequentially shown the six following 
statements: 
1. FISH IS BETTER FOR YOU THAN MEAT. 
2. FISH IS BETTER VALUE FOR MONEY THAN MEAT. 
3. FISH IS QUICK AND EASY TO PREPARE. 
4. FISH IS A LOW CALORIE FOOD. 
5. FISH DOES NOT MAKE A FULL MEAL. 
6. ONLY VERY FRESH FISH IS WORTH EATING. 
At the same time the respondents we re shown a five point 
scale as follows: 
Agree Di sag ree 
Strongly Agree Undecided Disagree Strongly 
I I I I I 
1 2 3 4 5 
They were then asked to indicate the point on the scale 
which be st de sc ribed their feelings about each statement. 
45. 
46. 
Agreement was highest for "ease of preparation" followed by 
"only very: fresh fish worth eating", and "fish a low calorie food". 
Also there was a high level of disagreement with "fish not making a 
full meal" (Table 34). 
When fish was compared wi th meat, re spondents we re split wi th 
54 per cent agreeing that fish was "better for you than meat", 28 per 
cent undecided and 18 per cent disagreeing and 39 per cent agreed 
"fish was "better value for money" than meat, 31 per cent undecidecland 
29 per cent disagreeing. 
Household characteristic s 
Quantity purchased: There was a greater level of agreement with 
the 'heavy' consumer of fish for the first two statements: "Fish is 
better for you than meat" and "fish is better value for money than 
meat ". 
There was no clear difference in level of agreement between 
the other statements and the quantity of fish purchased (Appendix 3, 
Table 53). 
Age characteristics: The'under 25 years' age group had the lowest 
level of agreement for the statements: "fish is quick and easy to 
prepare" as well as for "only very fresh fish is worth eating" 
(Appendix 3, Table 54). 
Occupation characteristics: The clerical sales and service group 
had the lowest level of agreement for the statement: "fish is better 
value for money than meat". This group as well as the retired and 
others had the highest level of agreement to !'fish does not make a 
full meal!1 ~Appendix 3, Table 54). 
1. 
Statement 
1. Agree 
Strongly 
2. Agree 
3. Undecided 
4. Disagree 
5. Disagree 
Strongly 
Total "Agree" 
To tal "Di sag ree " 
"Better for 
you than 
meat" 
% 
15.4 
38.4 
28.5 
15.3 
2.4 
100.0 
53. 8 
17.6 
Valid Responses 376 
2. 
TABLE 34 
Attitudes Towards Fish Statements 
"Bette r value 
for money 
than meat" 
% 
7.5 
32.1 
3 0.9 
25.5 
4.0 
100.0 
39.5 
29.5 
3. "Ease of 
preparation 
% 
22.6 
65.9 
6.5 
4.6 
0.4 
100.0 
88.5 
5.1 
4. 
" 
"Low 
calorie" 
% 
15.6 
51. 3 
24.7 
7.3 
1.1 
100.0 
66.9 
8.4 
5. "Not full 
meal" 
% 
4.6 
19.6 
4.1 
51. 3 
20.4 
100.0 
24.2 
71. 7 
6. "Only very 
fresh worth 
eating" 
% 
38.3 
37.2 
5. 9 
17.5 
1.1 
100.0 
75.3 
18.6 
,j:>. 
-.] 
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5.2 Frozen fish 
Thawing: When using frozen fish 73 per cenL of households usually 
thawed fish before cooking; 13 per cent never thawed fish (i. e. cooked 
while still frozen); 8 per cent occasionally thawed fish. 
Disadvantages with frozen fish: "Undesirable taste", "freshness" 
and "thawing time" were the most prominent disadvantages seen for 
frozen fish (Table 35). 
Prepackaged frozen fillets: Forty per cent of households indicated 
they would buy frozen fish fillets in plastic packs, if they were 
available. 
TABLE 35 
Disadvantages of Frozen Fish 
"diffic ult to tell fre shne s s" 
"unde sirable texture" 
"unde sirable taate" 
"smell " 
"tha wing time" 
"difficult to prepare" 
"inconvenient" 
"remembering to remove from freezer" 
Other 
Valid Responses 217 
Per Cent 
24.0 
6.5 
29.0 
1.8 
17. 5 
6.5 
3.2 
4.1 
7.4 
100.0 
49. 
5.3 Dislikes About Fish 
Sixty-eight per cent of the households indicated they had certain 
dislikes about fish. The responses were dominated by "preparation 
problems" and "the smell when cooking II (Table 36). 
TABLE 36 
Reasons for Households Disliking Fish 
Dislikes 
preparation problems 
smell during cooking 
too expensive 
taste 
poor keeping quality 
messy cooking 
appearance of fish 
unavailabili ty of specie s 
other 
Valid Re spon se s 247 
Per Cent 
62.3 
32.8 
5.7 
5.3 
4.0 
2.4 
1.6 
1.2 
8.1 
Note: some respondents gave more than one response. 
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5.4 Non Fish Eaters 
Only four per cent of households did not eat fish. The reasons 
are given in Table 37. 
TABLE 37 
Why Household Never Eats Fish 
"tastes II 
Iltoo expensive II 
Ilsmell ll 
Ilhealth reasons II 
Ihaving to cook itl' 
I'bones" 
Valid Responses 14 
Per Cent 
3 5 .• 7 
21. 4 
14.3 
14.3 
7.2 
7.1 
100.0 
CHAPTER 6 
IMPLICATIONS 
The main purpose of this study was to provide a detailed 
description of household consumption, purchasing patterns and 
attitudes, which when cOTI1bined with other industry data could be 
5 
used by the industry to plan its TI1arketing operations. This 
chapter will first consider the nature of the deTI1and for fish which 
provides a framework for identifying opportunities for stiTI1ulating 
demand for the different groups within the industry 0. e. fisher-
TI1en, processors, retailers and the Fishing Industry Board}. 
Following this, specific iTI1plications will be drawn for groups. 
6.1 The Demand for Fish 
Factors influencing deTI1and: The domestic demand for fish TI1ay 
be influenced by a large numbe r of factors. The se range froTI1 
the marketing policies of the firms and thei r national as sociations 
within the industry to environmental factors some of which are outside the 
control of the industry. Environmental factors include those which 
are independent of the industry!s actions {e. g. changes in popula-
tion, household cOTI1position, incoTI1e, culture, lifestyle and 
technology} and other factors which TI1ay be influenc·ed by the 
industry. The se include conSUTI1er behaviour and atti tude s, fisher-
TI1ens!, processors! and retailers! activities, governTI1ent legisla-
tion, the TI1edia, vocal minorities, the marketing effort of industries 
with substitute products {e. g. meat products, cheese, poultry, 
eggs, vegetables} and complementary products. 
Aggregate species and product type demand: It is iTI1portant to 
distinguish between factors affecting aggregate deTI1and, the 
5 
Caution is necessary when drawing national implications frOTI1 
a survey of one city. 
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demand for species within that aggregate and the different product 
types (i. e. fresh, frozen, smoked, canned and processed). For 
example, changes in population and the price of fish relative to 
substitute foods may have major influences on aggregate demand, 
while other factors such as consumer attitudes and experience 
with fish may cause changes in the demand for the different 
varieties and product types. 
Thus, care should be taken to evaluate the industry's market-
ing acti vi tie s that influenc e: 
1. aggregate demand. 
2. specie s demand. 
3. product type demand. 
The se dimenstions should be conside red simultaneously when con-
sidering a strategy which is aimed at stimulating aggregate demand. 
Consumer and industrial markets: It is also important to distinguish 
between the industry's industrial markets (i. e. caterers, hotels, 
restaurants, clubs, takeaway food bars, institutions, and food 
manufacturers) and the consumer markets (household consumption) 
when developing and evaluating a marketing strategy. The present 
study is concerned with consumer markets. 
Change s in the market envi ronment affecting ag gre gate demand: 
Population: Since 1975 the annual increase in population has dropped 
below one per cent with an actual decline in population occurring 
in the last year. With a very low rate of population increase pro-
jected for the next two decades, the effect of total population growth 
6 
on demand can be expected to be small. 
6 
For details on trends in population growth see Monthly Abstracts 
of Statistics, e. g. June 1980, Section 2 - Population. 
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Household composition: While total population is an important 
factor determining the level of demand, so also are changes in 
its composition. Of particular importance in recent years has 
been the changing household composition, with an increase in the 
proportion of households with 1-2 occupants and a decline in the 
average family size (see Appendix 4). The importance of these 
changes is highlighted in Table 16 where households without chil-
dren and/or fewer occupants have higher per capita consumption 
of fish. 7 
Relative prices: In the last decade movements in the price of some 
of the substitutes for fish (e. g. poultry, cheese, eggs) have created 
an unfavourable environment for marketing fish (see Appendix 5, 
Table 56). This is summarised by comparing changes in the retail 
price for fish with the consumer price index for food. In the 
period 1970-80 there was a 365 per cent increase in the price of 
fresh filleted fish compared with a 238 per cent increase in the 
consumer price index for food, and in the period 1975-80 the 
retail price for fish increased by 149 per cent compared with a 
115 per cent inc rease in the retail price for food. 
However, during this period red meat has also had price 
increases greater than the consumer price index. The confusion 
over the relative price of fish and meat was highlighted in the 
survey where 39 per cent of the households considered fish better 
value for money than meat, 31 per cent were undecided and 30 per 
cent disagreed (see Table 35). 
Real income: The recent levelling and decline in "real income ,,8 
in combination with the unfavourable movement in the relative 
'7 
I 
8 
A similar trend exists for most food items, e. g. see "Meat: A 
Consumer Survey of Christchurch Households ", A. E. R. U. 
Research Report No. 82, Table 14, p. 23. 
An indication of "real" income is provided by the average 
nominal weekly wage for males deflated by the consume r price 
index. See Monthly Abstract of Statistics, June 1980, Section 22 -
Wage Rates. 
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price for fish has provided an additional factor in creating an 
unfavourable environment for marketing fish. 
Lifestyle: Also important are changes in lifestyle which affect the 
potential number of meals and other situations where fish may be 
consumed. The survey gives an indication of the importance of a 
number of recent changes. 
>:' the increasing popularity of takeaway meals 
(section 3.3: 44 per cent of the households had 
takeaways one or more times as a main meal of 
the day at least once a fortnight with this tend-
ency being much stronger in the younger age 
groups). 
~::: dining out (section 3 0 4: 34 per cent of the house-
holds ate out at a hotel, restaurant or club at least 
once a month). 
':' vegetarian meals (section 3.6: 51 per cent of 
the households did not always have meat or fish 
with the main meal of the day). 
Marketing effort: Apart from the environmental change s, the 
increased marketing effort of an industry also has the potential 
for increasing demand. However, the recent efforts of the Fishing 
Industry Board in promoting fi sh appear to have had little impact 
on per capita consumption, especially when compared with poultry, 
and cheese industries which have doubled per capita consumption 
in the last decade (see Table 1). 
The survey provides evidence of the limitations of the recent 
Fish Recipe Leaflet campaign. While 63 per cent of the respondents 
said they had seen the leaflets only 30 pe r cent of them had used 
them and less than half said they were useful (see section 4.2). 
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6.2 Species and Product Type DeIYland 
The survey results augIYlent the industry statistics by pro-
viding IYlore detail about the relative iIYlportance of the different 
species and product types and buyer profiles for different purchas-
ing patterns. 
Sha re s of hous ehold fi sh expenditure: Section 2. 5 (Expenditure) 
gives data to cOIYlpare the share of household expenditure for the 
different product types and socio-econoIYlic groups. For exaIYlple, 
fresh, frozen and sIYloked fish have a 72 per cent share of the 
household seafood expenditure (excluding 'fish and chips') and 
other seafoods have a share of 28 per cent. Further, when the 
data froIYl section 2.4 (Species Bought) is cOIYlbined with section 
2.5, shares of household expenditure can be estiIYlated for the 
different species. 
Product types: Section 3.1 provides evidence about the relative 
iIYlportanc e of diffe rent produc t type s (i. e. fre sh, frozen, sIYloked, 
fish fingers and cakes, canned fish and shellfish) which can also 
be cOIYlbined with section 2.5 to obtain estiIYlates of the different 
shares. 
Changes: The survey results provided liIYlited evidence of recent 
change s in the specie s bought, with the IYlO st notic eable being a 
swing towards red cod (also called Akaroa cod and Deep Sea cod) 
(see Table 9). 
Buyer profiles: Chapters 2 and 3 provide data on which to develop 
buyer profiles for households with different purchasing patterns 
for fish. For exaIYlple, Table 38 provides an exaIYlple of a profile 
to distinguish between households with a "light", "IYlediuIYl" and 
"heavy" per capi ta expenditure on fish. The profile cOIYlpares deIYlo-
graphic and socio-econoIYlic characteristics and product related 
behaviour. 
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6.3 Managing and Stimulatin{l Demand 
Identifying market opportunities and threats: A detailed analysis 
of current demand is fundamental to any marketing strategy aimed 
at inc reasing the consumption of fi sh. 9 Such analysi s will identify 
target areas where consumption can be increased, or where current 
consumption is threatened by substi tute foods, and also provide s 
a point of reference for evaluating the effect of alternative market-
ing strategie s. 
Chapte r s 3 and 4 provide the ba si s fo r thi s anal ysi s . 
':' situations when fish is consumed at horne, the types 
which are consumed, and the frequency of consumption 
(s e c ti on 3. 1 ). 
~:( the preparation and cooking of fish (sections 4.1 and 
4.2). 
~:( changes in species bought (section 3.2). 
~::: the importance of 'fish and chips' and other takeaways 
(section 3.3). 
~:( eating out and the importance of fish Ineals (section 3.4). 
':' the place of fish in special dinners (section 3.5). 
':' vegeterian meals and substitutes for fish (section 3.6). 
':' the impo rtance of fi sh as a pet food (sec tion 3. 7). 
Table 3' summarises this information. 
Further, Chapte r 5 indicate s favourable atti tude s towards 
fish amongst all households including "light" users of fish. 
9 
Marketing Strategy extends beyond advertising and promotion. 
It reflects an integrated appraisal covering products, prices 
and distribution policies timed to match marketing opportunities 
in target market segments (i. e. groups of consumers). 
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A marketing strategy for the 1980's: It is beyond the scope of this 
report to provide a marketing strategy. However, the author would 
like to emphasise the importance of the framework set out in 
Table 31 in identifying where the increased consumption will come 
from. An attempt should also be made to build a similar profile 
for the fish industry's industrial markets, (i. e. caterers, hotels, 
restaurants, clubs, takeaway foodbars, institutions and food 
manufacturers). 
A detailed examination of the se "profile s of demand" reveals 
many opportunities for increasing fish consumption. These include 
more frequent consumption in traditional situations (e. g. serving 
fresh fish for dinner once a week rather than once a fortnight), to 
new situations (e. g. fish fingers or cakes for lunch in the weekend). 
However, further qualitative research is needed to choose between 
opportunities and clarify target market segments. 
TABLE 38 
Profile of "Light", "Medium" and ''Heavy'' Users of Fish 
(i) Per Capita Expenditure 
(cents/month) 
(ii) Demographic and Socio-economic 
Characte ri sHc s 
Age 
(Table 44) 
Family Life Cycle 
(Table 45) 
Household composition 
(Table 44) 
Occupation 
(Table 45) 
(iii) Behaviour and Attitudes 
Variety preferred 
(Section 2.4) 
Reason influencing outlet choice 
(Table 41) 
Other seafoods purchased 
(Table 10) 
Willingness to try new product 
(frozen fillet) 
(Section 5.2) 
Knowledge of varieties 
(Table 8) 
Fish served to guests 
(Table 23) 
Attitudes 
(Table 53) 
Light 
$0.10-$2.00 
Medium 
$2.10-$5.00 
Little difference between groups. ' 
Heavy',' 
Over $5;00 
Higher per capita consumption for household without children 
and with 1-2 occupants, i. e. younger people with families or 
older people whose children have grown up. 
Little difference between groups - slightly higher in "clerical, 
sales and service ". 
Little difference between groups. 
Higher level of response for heavy users with 'fish and chips 
available' and 'varieties available'. 
Higher for medium and heavy users. 
No difference between groups. 
Highest in heavy users. 
Little difference between groups. 
Strongest for heavy users. 
l.Jl 
00 
Situations where Fish is Eaten 
Meal Times 
Breakfast 
Lunch 
Dinner 
Dinin~ Out 
Entree 
Main 
S~ecial Dinn!il:r s 
Entree 
Main 
Both 
Takeaways 
TABLE 39 
Profile of Demand for Fish 
Importance Main way consumed 
Low 
6% households occasionally 
Moderate Frying 
16% households usually Boiling and 
36% households occasionally Steaming 
Very 
77% households usually 
High 
, 65% households 
Moderate 
28% households 
! 
Fish Shellfish i 
45% households 30% householdsl 
i 38% households 86% households! 
44% households i 9% householdsl 
' 17% households 6% households; 
I 
Medium , Fish and Chips 
41 % households 
Fortnightly or more 
I 
i 
i 
! 
I 
i 
, 
i 
I 
I 
I 
Heavy User 
Characteristics 
professional/ 
managerial 
clerical, sale s / 
se rvic e 
younger age 
group and 
household s with 
children 
professional/ 
managerial 
younger than 
25 age group 
clerical, sales/ 
services 
t.radesmen/ 
labourers 
households with 
children and 
-
younger age group 
Product 
I 
Varieties 
i Served/fortnight 
I 
Fresh 
75% households 
Canned 
i 
28% households 
i Shellfish 
i 17% households 
, Smoked 
11 % h0useholds 
Fish fingers/cakes 
8% households 
' . 
I 
I 
, 
Substitutes 
eggs 
cheese 
vegetables 
, 
I 
I 
other 
takeaways e. g. 
friecl chicken 
pizzas, ham-
burgers, etc., 
Note: Some of these sections have not been completed as they were not investigated in the survey. These could be completecl with further research. 
Complements 
- -
IJ> 
...0 
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6.4 Fishermen 
Results with specific implications to fishermen are: 
Species bought: (Section 2.4). This provides an up-to-date indica-
tion of trends in buying patterns. Of particular note is the penetra-
tion of red cod (also called Akaroa and deep sea cod) which was bought 
by over half of the households and mussels which were bought by just 
under 20 per cent of households. 
Freshness: The survey highlights the dominance of this product 
attribute, where 97 per cent of the households indicated that the 
freshness of the fish was an important determinant of where they 
bought their fish (section 2.3) and 75 per cent of the households con-
sidered only very fresh fish worth eating. Every effort should be 
made to ensure fish reaches the retailers and processors in prime 
condi tion. 
6.5 Processors 
Results with specific implications to processors are: 
Frozen fish: A number of factors make it important for the industry 
to consider distribution of frozen fish as a way of increasing domestic 
sales of fish. These include the seasonality of supply affecting the 
availability of a fresh product, the success of substitutes such as 
frozen chicken, and that the majority of households have freezing 
and storage capacity and experience with frozen products (section 4.3). 
However, consumers need to be educated about the benefits of 
having fish in this form as only 40 per cent indicated they would buy 
frozen fish in plastic packs if they were available, and the majority 
of households thawed fish before cooking it (see Section 5.2). 
Fre shnes s: The iTI1plications about "fre shne s s" hold for the pro-
cessors as well as the fisherTI1en. 
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Pet food: The low "market share" for canned fish pet food is high-
lighted in section 3.7. Considerable potential exists for processors 
to compete with canned TI1eat and increase the market share for a 
canned fi sh product. 
6.6 Retailers 
Results of specific interest to retailers are: 
Outlet Share: The survey re s ults highlight the dominance of the fi sh 
shop over superTI1arkets as the TI1ain outlet for obtaining fish, with 
80 per cent of the respondents usually buying fish there and all of 
respondents occasionally buying there. This cOTI1pares with 7 per 
cent usually using superTI1arkets and 20 per cent occasionally 
(section 2.2). These shopping patterns contrast markedly with the 
shopping patterns for substitutes such as poultry, cheese and eggs, 
where the supermarket is the dOTI1inant outlet. Also the superTI1arkets 
10 have a TI1uch larger share of red meat sales. 
Factors influencing choice of outlet: "Freshness of fish" and "cleanli-
nes sand sTI1ell of the shop" we re regarded by the TI1ajo ri ty of house-
holds as very important, which has obvious implications to retailers 
(section 2.3). However, it is important to note the very high ranking 
also given to "personal service" and the high ranking of "varieties 
available" and "clos ene s s to hOTI1e" which highlights the advantage s 
small specialist local fish shops have over self service superTI1arkets. 
Section 2.3 also highlights the lack of importance of having the 
traditional'~fish and chips" available and "cheaper prices ". 
1 0 
See Table 18 p.26 "Meat: A Consumer Survey of Christchurch 
Households ". A. E. R. U. Re search Report No. 82, Oc tober 1977. 
62. 
Problems with fish bought: A greater effort is needed by retailers 
to improve quality standards as 20 per cent of respondents claimed 
to have problems with the fish they bought with the most common 
complaint being "fish not fresh" (see Table 7). 
6.7 The Fishing Industry Board 
Apart from the implications about lack of penetration of the 
Fish Recipe leaflet campaign (section 4.2) there are no results with 
specific implications for the Board. However, what is important to 
the Board, is the overall framework provided in sections 6.1, 6.2and 
6.3 which cover the nature of demand and how to identify market 
opportunities and threats. This provides a sound foundation on which 
the Board can develop a strategy to successfully co-ordinate the 
industry's marketing effort and improve its performance relative to 
poultry, red meat and other substitutes. 
APPENDICES 

APPENDIX I : THE QUESTIONNAI.l:{E 
FISH AND SEAFOOD SURVEY 
Good morning/afternoon/evening. I am from the Lincoln College Marketing 
Department. We are doing a survey about fish and seafoods. Would you help us by 
answering a few questions. ASK TO SPEAK TO THE PERSON WHO USUALLY BUYS THE GROCERIES. 
IF THIS IS NOT POSSIBLE ARRANGE A SUITABLE CALLBACK TIME. 
l.a. Does your household ever eat fish, shellfish or other seafoods? 
1. Yes ( ) 2. Never-[) IF NEVER GO TO Q.7. 
2. 
b. (i) How often would your household eat: ASK 1 TO 5 BELOW AND ENTER CODE A. 
c. 
d. 
e. 
(ii) And with which meal would you have: ASK 1 TO 5 BELOW AND ENTER CODE B. 
Code A 
1= Once Week 
How Often Dinner[Lunch/TeaIBrkfst 
Code A Code B l=Usually 
2=Occasionally 2=Once Week 
3=Fortnightly~----------------------~------~-----+--------r-----~ 
4=Monthly 
5=2-3 Months 
6=6 Months 
7=Year 
8=Longer 
9=Never 
(1) Fresh/Frozen 
(2) Smoked Fish 
(3) Fi sh Fi ngers/Cakes 
--'----,:--
(4) Canned Fish 
(5) Shellfish/Other Seafoods 
How often would your household buy fish and chips for 
1.:> Once week ( ) 2. Weekly ( ) 3. Fortnightly ( 
5. 2-3 Months ( ) 6. 6 Months ( ) 7. Yea r ly ( ) 
lunch or dinner? ) ~7 ) 4. Monthly ( 
8. Longer ( ) 9. Never ( ) 
And how often would you have other takeaways (Chicken, Pizza, Hamburgers) for 
1 unch or- di nner? 
l.~Once Week ( ) 2. Once Week ( ) 3. Fortnightly ( ) 4. Monthly ( ) 
5.2-3 Months ( ) 6.6 Months ( ) 7. Yearly ( ) 8. Longer ( ) 9. Never ( 
(i) Are there any times of the year when you eat more fresh fish? 
1. Yes ( ) 2. No ( ) IF NO Q. l.f. --
(ii) Which times? PROBE. 1. Summer ( ) 2. Winter ( ) 3. Holidays ( ) 
4. Lent ( ) 5. Other ( ) 
tJ 
f. (i) Are you eating more or less fish than year ago? 
1. More ( ) 2--:-Less (--y- 3. About the same ( ) 4. Don't know () II (i i) Why? 
a. 
b. 
c. 
d. 
.:. ,- HAD FRESH, FROZEN OR SMOKED Q2. a OTHERWISE Q2. g (i i) . 
Where do you obtain your fresh, frozen or smoked fish? 
1. Fresh Fish Shop ( ) 2. Fish 'n' Chip Shop ( ) 3. 
4. Fish Monger ( ) 5. Fisherman ( ) 6. Wholesaler ( 
8. Gifts ( ) 9. Other ( ) 
Suprmkt ( ) 
) 7. Catch own ( 
-----------------------------------------
RECORD SEQUENCE OF RESPONSE. ENTER 9 IF PROMPTED. IF NEVER BOUGHT Q2.g(ii). 
Of the fish you eat how much do you buy? 
1. J" ( ) 2. '2 ( ) 3. 3/4 ( ) 4. All ( ) 5. Don't know ( ) 
Who usually ~ it? 
1. Wife ( ) 2. Husband ( ) 3. Wife/Husband ( ) 4. Single Male/Female ( 
5. Children ( ) 6. Wife/Children ( ) 7. Adult/Children ( ) 8. Others ( 
Who usually decides what fish to buy? 
1. Wife ( ) 2. Husband ( ) 3. Wife/Husband ( ) 4. Single Male/Female ( 
5. Children ( ) 6. Wife/Children ( ) 7. Adult/Children ( ) 8. Others ( 
[] 
~~ 
)1] 
) 
e. How often do you buy frozen fish? 
40 ] 1. Most times ( ) 2. '2 time ( ) 3. Occasionally ( ) 4. Rarely ( ) 5. Never ( ) 
65. 
f. 
g. 
3.a. 
66. 
(i) 
(i i) 
( i ) 
(i i) 
(i) 
( i i ) 
( iii) 
(i v) 
When you buy fish, how many meals do you usually buy for? 
1. One ( ) 2.10r2( ) 3.2 or more ( ) 4. Varies ( ) 
Do you usually cook fish the day you buy it? 
1. Most times (--r- 2. ~ time ( ) 3. Occasionally ( ) 4. Rarely ( ) 
5. Never ( ) 
On avera~e about how much would your household spend on fresh, frozen or 
smoked fish per month? 
1. Less than $1 ( ) or write in amount $ (1 Kilo = $3-4.) II 
Excluding fish and chips how much would your household spend on other 
seafoods per month? 
1. Less than $1 ( ) or write in amount $ =0 
What varieties of fresh, or frozen fish have you bought in the last year? 
ENTER SEQ. OF FIRST 3 RESPONSES. ENTER 9 FOR REST - PROMPTED OR UNPROMPTED. ----r-
1. Akaroa Cod () 2. Bl ue Cod () 3. Flounder ( ) I 
4. Groper () 5. Gurnard () 6-:-Hoki () 7. Lemon Fish ()_ : ] 
8. Ling ( ) -9. Red/Deep Sea Cod () 10. Snapper ( )_ 
11. Sole ( ) 12. Terakihi () 13-:-0ther ( ) 
What differen~varieties are you buying compared to a year ago? 1 
RECORD SEQ. OF RESPONSE BESIDE BRACKETS ABOVE. 
Why? <:Jq 
What varieties of shellfish and other seafoods have you bought in the las~ 1--
year? 
ENTER SEQ. OF FIRST 3 RESPONSES. ENTER 9 FOR REST - PROMPTED OR UNPROMPTED. r- -}-O 
1. Mussels ( ) 2. Oysters ( ) 3. Scallops ( ) 4. Squid ( ) 
5. Paua ( ) 6. Crayfish ( ) 7. Shrimps ( ) 
8. Others ( ) 
4.a. I am now going to read you a list of reasons that might influence where you buy 
fish. Using this scale (Scale A) please indicate how important .. I--n 
1. Closeness to home is ( ) 2. Fish 'n' Chips also available ( ) I-f-I 
3. Varieties available ( ) 4. Cheaper prices ( ) 1':0' 
5. Cleanliness and smell of shop ( ) 6. Freshness of fish ( ) 
7. Personal service ( ) 
b. Is there anything els2 you consider important? 1. No ( ) 2. Yes ( ) PROBE. 1-
r--
c. Do you have any problems with the fish that you buy? 1. No ( ) 2. Yes ( 
PROBE. 
5.a. 
b. 
Fish can be prepared and cooked in many different ways. Which ~ do you 
fish? ENTER 1 FOR USUALLY, 2 FOR OCCASIONALLY, 9 FOR PROMPTED. 
1. Fry ( ) 2. Grill ( ) 3. Boil/Steam ( ) 4. Foil Baked ( ) 
5. Oven Baked ( ) 6. Casserole ( ) 7. Marinated ( ) 8. Soups ( ) 
9. As Pie ( ) 10. Barbequed ( ) 11. Others ( ) 
(i) Have you seen the fish recipe leaflets? 
1. Yes ( ) 2. No ( ) IF NO GO TO Q.5b(v). 
coo~ 
1-(ii) Have you ever used them? 1. Yes ( ) 2. No ( ) 3. Sometimes ( ) 
(iii) Did you find them useful? 1. Yes ( ) 2. No ( ) 3. Sometimes ( ) 1--
61 r--
-'-'~-~'_-_-----'-y-o-u-o'b~ta-l"n-y-o-u-r-re-c~i~p-e-s~f-or-c-o-o~k~i'-n-g-f~l~'s~h~?~- r--
(i v) Why? 
(v) From what other sources do 
RECORD SEQ. OF RESPONSE. ENTER 9 IF PROMPTED. 
, I 
I 
_
_________ 1_. __ p_re_v_i~o_U_S~E_x_p_e_r_ie_n~C_e~( __ )~=2=.==Fl='S=h==B=Oo=k=l=e=t=s==(==)====================~~. I I I I 3. Other Recipe Books ( ) 4. Newspapers ( ) 5. Magazines( )6. Radio ( 7. T. V. ( ) 8. Other ( ) 
6.a. When preparing a special dinner for guests how often would you serve fish or 
seafoods? 
1. Most times ( ) 2. ~ time ( ) 3. Occasionally ( ) 4. Rarely ( ) ~ 
5. Never ( ) 
b. What ~ would you serve as an Entree or Main course. PROBE FOR DIFFERENT 
TYPES. ENTER 1 FOR ENTREE, 2 POR MAIN, 3 FOR BOTH. 
1. Fresh/Frozen ( ) 2. Shellfish ( ) 3. Smoked ( ) 4. Other Seafoods ( ) !TTl 
5. Canned ( ) 6. Others ( ) ~
---~GO~TO~Q.~8-.----------~~==============================71S~~, 
67. 
7. Why does your household not eat fish? PROBE FULLY. 
8. Now some questions about eating out. 
How often d,o you eat at a restaurant, hotel or club? 
1. > Once week ( ) 2. Once week ( ) 3. Fortni ghtly ( ) 4. Monthly ( ) 
a. 
5.2-3 Months ( ) 6.6 Months ( ) 7. Year ( 8. Longer ( ) 9. Never ( 
How often would you have fish or seafoods as an entree? 
1. Most times ( ) 2. I, time ( ) 3. OccasionallY( ) b. 4. Rarely 
5. Never ( ) 
c.' And how often Ivould you have fish or seafoods as a mair. course? 
l. Most times ( ) 2. " time ( ) 3. Occasionally-( -) ~arely 
9.a. 
b. 
lO.a. 
b. 
c. 
d. 
e. 
f 
ll.a. 
b. 
5. Never ( ) 
Here is a list of statements about fish. (SHOW CARD l) Using this scale (SHOW 
SCALE B) please indicate how much you aqree or disaree with each statement. 
l. ( 2. 3, ( 4, ( ) 5.\) 6. ( 
What do you di s 1 i_ke about fi sh? PROBE 
Does your household have a ch~st deepfreeze or a fridge/freezer? 
1. Chest ( ) 2,Fricge/f:.TJ 3. BotFlT ) 4.No( ) IF NO GO TOQ.IO.c 
HavE you _stor'~Q.Ji~Jl 1 I, the 1 ast year? 1. Yes ( ) 2. rjo ( ) 
If frozen fish fillets wen? available in plastic packs would you consider 
buying them;' i. 'Ie' ( 2. ~Io ( ) 3. Don't know ( ) 
Have you bought any fist; 1[1 bUlk in the last year? (More than 3 meals.) 
l. Yes ( ) 2. Nu (' -----
Do you usu3l1y thaw fi~h before cooking? 
1. Most: ti[Tle c, (-1-- 2 ,time ( ) 3. Occasionally 4. Rarely ( 
5. tln,t_T ( 
1. ~:one ( 
g_i~_'0_Vdll_t1~ICS wi th frozen fi sh? 
c·r 
How Oft21 (i(' ysu 13V0. the main mcai of the day without meat, poultry or fish? 
1. > Once week : ? Once \-leeK ( ) 3. Fortmghtly ( 4. Monthly ( ) 
5. 2-3 Mo';th~) ( E, G Months ( ) 7. Year ( ) 8. Longer ( ) 9. Never 
What would you St~t""f-'~;;)Jo_~~ of meat, poultry or fish? 
RECORfJ SE). ur',;.c',':;',"(.-'.::;,:', !':NTER <) FOR PROMPTED. 
1. Cheese ( ) 2. E99S ( ) 3. Beans ( ) 4. Vegetables 5. Pizza ( 
6. Other Pasta ( ) 7. r-ruit ( ) 3. Others ( ) 
----- ---------,.-_._._._-------_.- --- ------========---
12.a. Hd)e you onv cats or doos? 
1. Ca ts ( 0) --r.O-ogs-(--) 3. BOt!l ( 4. No ( 
, 
I 
-I 
I 
What do you feed then,? J'ROBE FOR USUALLY (1) I OCCASIONALLY (2). 3W 
1. Fresh meat ( ) 2. Fresh fish ( ) 3. Catfish 4. Canned meat 
5. Canned fish ( ) 6. Dog Sausage ( ) 7. Other 
--.... ------~--~-.-.:....-===============---
b. 
l3.a. 
b. 
c. 
d. 
e. 
How many people live in your ho~se? 
(i) How many are pre-school age? ~--==--ni) at primary school? 
(iii) at high school? 
How many people do furl-Hrne jobs? (FULL TIME >30 HOURS/WEEK) 
What do they do? PROf.1Pi:----ro'R POSITION IN-HOUSEHOLD. ALSO INCLUDE STUDENTS I 
RETIRED AND OTHERS AS OCCUPATIONS. 
( i ) 
( i i ) 
( iii) 
Position in Household 
Main Income Earner 
Which ~ group do you belong to? 1. Younger than 25 
3.35-49 ( 4.50-64 ( ) 5. Gver 64 ( ) 
2. 25-34 
----------------------------
f. Respondent's address Phone No. 
Time of day interviewcornpleted date 
--------- -----------
Interviewer's Signature 
THANK RESPONDENT. CHECK ALL QUESTIONS HAVE BEEN ASKED. 
I I 

APPENDIX 2 
SAMPLE DETAILS 
(a) Suburbs and Streets 
Suburbs 
Addington 
Aranui 
Beckenham 
Bishopdale 
Bromley 
Bryndwr 
Burnside 
Burwood 
Cashmere 
Fendalton 
Halswell 
Hei Hei 
Hoon Hay 
Huntsbury 
Ilam 
Linwood 
Merivale 
New Brighton 
North New Brighton 
North Richmond 
Oaklands 
Opawa 
Papanui 
Riccarton 
Sockburn 
Somerfield 
Spreydon 
St Albans 
Street 
Coronation Street 
Rowan Avenue 
Birdwood Avenue 
High sted Road 
Hay Street 
Attlee Crescent 
Kendal Avenue 
Lake Terrace Road 
MacMillan Avenue 
Weka Street 
Fern Drive 
Gregory Avenue 
Redgrave Street 
Mathers Road 
Huntsbury Avenue 
Tui Street 
Jura Place 
Rugby Street 
Sinclai r Street 
Pacific Road 
Hills Road 
Checketts Avenue 
Cobra Street 
Opawa Road 
Horner Street 
Pic ton Avenue 
Epsom Road 
Stanbury Avenue 
Hamll10n Place 
Purchas Street 
69. 
Number of 
Interviews 
16 
10 
13 
10 
10 
9 
8 
10 
13 
14 
12 
12 
13 
10 
10 
10 
10 
13 
10 
8 
10 
7 
5 
10 
11 
13 
13 
4 
13 
10 
7 O. 
Suburbs and Streets cont. 
Suburbs 
St Martins 
Sumner 
Sydenham 
Upper Riccarton 
Wainoni 
Woolston 
Street 
St Martins Road 
Taylor's Mistake Road 
Hastings Street 
Roundtree Street 
Winchfield Street 
Ferry Road 
Number of 
Inte rview s 
11 
13 
12 
13 
12 
10 
376 
TABLE 40 
(b) A Comparison with Census Characteristic s 
Household Characteristic s 
(i) Occupation of Head of Household 
Profe s sional/Managerial 
Clerical, Sales, Service 
Tradesmen, Labourers 
Retired, Othe rs 
Valid Responses 366b 
(ii) Age of Head of Household 
Younger than 25 years 
25-34 years 
35-49 years 
50-64 years 
Ove r 64 year s 
Valid Re sponse s 366 
(iii) Household Compositi9...!L 
1 -2 Occupants 
3 -4 Occupants 
More than 4 
Valid Responses 374 
Survey 
Sample 
0/0 
19.7 
22.1 
3 0.1 
28.1 
100.0 
9.8 
20.2 
24.6 
23.2 
22.1 
100.0 
45.7 
37.5 
16.8 
100.0 
71. 
N. Z. Census 
(excl. agric. 
a 
workers) 
0/0 
15.4 
21.3 
33.9 
29.4 
100.0 
6.7 
2 0.6 
29.3 
25.6 
17. 7 
100.0 
44.1 
34.3 
21. 6 
100.0 
a 
Source: 1976 N. Z. Census of Population and Dwellings. 
b 
Invalic-l responses occurred when the responc-lent did not provide an 
answer to the question or when the response was recordec-l 
incorrectly. 

APPENDIX 3 
FURTHER SURVEY RESULTS 
TABLE 41 
Reasons Influencing Choice of Outlet by Lifec ycle 
Lifecycle UlJder 35 Under 35 35-64 35-64 No children Children No children Children 
Reasons 0/0 0/0 0/0 % 
"close to home" 57.1 76.8 69.9 67.9 
"fish and chips 
available 'I 34.7 55.4 39.3 50.0 
"varietie s 
available " 65.3 85.7 71.1 75.0 
"h ." c eaper pnce s 55.1 75.0 63.1 67.9 
"c leanline s s of 
shop" 95.9 1 00.0 97.6 97.6 
"fre shne s s of fi sh " 100.0 96.4 97.6 97.6 
"pe r s onal s e rvi ce " 89.6 85.7 91. 6 86.6 
Valid Responses 48 56 83 82 
73. 
Over 
64 
% 
70.0 
29.6 
63.8 
52.1 
95.8 
95.8 
92.9 
70 
Note: percentages are the number of respondents in each group ranking 
the reason as slightly important, quite important and very 
l . Important. 
74. 
TABLE 42 
Reasons Influencing Choice of Outlet By Quantity 
of Fi sh Consumed 
"Light" "Medium " "Heavy" Quantity User User User 
Reasons % % % 
"close to home " 65.0 69.5 71.1 
"fish and chips available" 43.6 44.6 36.8 
"varieties available" 
"cheaper prices" 
"cleanliness of shop" 
"freshness of fish II 
"personal service" 
Valid Responses 
Note: "Light" 
"Medium" 
"Heavy" 
65.3 7 0.1 85.1 
69.3 64.=> 55.3 
94.1 48.2 98.7 
96.0 98.2 98.7 
83.8 92.7 89.5 
99 165 76 
= Less than $2.00 per capita per month 
= $2.00 - $5.00 per capita p~r month 
= Greater than $5.00 per capita per month 
TABLE 43 
a 
Households Buving other Seafoods 
by Occupation and Lifecycle 
75. 
(i) Occupation Profe s sional/ 
Managerial 
Clerical 
Sales & 
Service 
Tradesmen/ 
Labourers 
Retired/ 
Others 
Oysters 
Mussels 
Shrimps 
Scallops 
Crayfish 
Squid 
Paua 
Valid Responses 
0/0 
66.7 
27.8 
29.2 
22.2 
2 0.8 
8.3 
O. a 
72 
Under 35 
0/0 
65.4 
19. 8 
22.2 
33.3 
25.9 
6.2 
13.6 
81 
Under 35 35-64 
0/0 
55.5 
21. 8 
19.1 
2 0.9 
22.7 
6.4 
11.8 
110 
0/0 
33. a 
7.8 
8.7 
5.8 
13.6 
0.0 
0.0 
103 
35-64 (ii) Lifec ycle 
No Children Children No Children Children 
Over 
65 
Oyste rs 
Mussels 
Shrimps 
Scallops 
Crayfish 
Squid 
Paua 
Valid Responses 
0/0 
62.7 
19.6 
25.5 
39.2 
25.5 
0.0 
15.7 
51 
0/0 
62.7 
32.2 
23.7 
23.7 
23.7 
8. 5 
13.6 
59 
0/0 
51. 7 
18. a 
23.6 . 
22.5 
23.6 
10. a 
7.9 
89 
a includes all 'top of head 'and 'prompted' responses. 
0/0 
61. 6 
23.3 
19. 8 
19.8 
18.6 
0.0 
7.0 
86 
0/0 
37.0 
0.0 
6.2 
0.0 
14.8 
0.0 
0.0 
81 
76. 
TABLE 44 
Average Monthly Per Capita Expenditure on Fish by 
Occupation and Age of Head of Household 
(i) Occupation 
Households with: 
No Child ren: 
1 -2 occ upants 
3 -4 occ upants 
Children: 
3 -4 occ upants 
Over 4 occupants 
All Households: 
(i i) Age 
Households with: 
No Children 
1 -2 occ upants 
3 -4 occupants 
Children: 
3 - 4 0 c c u pan t s 
Ove r 4 occupants 
Profe s sional/ 
Managerial 
Clerical/ 
Sales & 
Se rvice 
Tradesmen/ 
Labourers 
% % % 
5.82 (23 ) 7.40 (21) 5. 88 (1 9) 
3. 97 (1 0) 4.13 (12) 2.96 (25) 
3.04 (19) 3.60(24) 3.21 (32) 
2. 82 (14) 2.24 (18) 2.15 (22 ) 
4.07 (70) 4.45 (77 ) 3.43 (102) 
25 25-34 35-49 50-64 
Years Years Years Years 
4.46 (12 ) 7. 99 (17) 7.32 (7 ) 6.18 (48) 
3. 39 (1 5) 4.25 (4) 3.37 (12 ) 3.38 (13) 
4.19 (4) 3.47 (31) 3.11 (33 ) 2.80 (10) 
2. 04 (1 5) 2.28 (33) 3. 51 (4 ) 
Retired/ 
Other 
% 
4.17 (79) 
1. 25 (4 ) 
3.00(5) 
3.96(90) 
Over64 
Years 
3.64(61) 
2.60(5) 
All Households: 3.91 (34) 4,28 (71) 3.12 (87) 5.09 (79) 3.55 (69) 
77. 
TABLE 45 
Types of Fish Consumed Regularly by Occupation 
and Lifecycle Groups 
Profe s sional/ Cle ric all Tradesmen/ Retired/ (i) Occupation Managerial Sales & Labourers Others Service 
0/0 % 0/0 % 
Fresh fish 81. 9 76.5 70.9 62.1 
Smoked fish 8.3 13.6 7.3 13.6 
Fish finger/cakes 5.6 0.0 13.6 4.9 
Canned fi sh 38.9 25.9 25.5 22.3 
Shellfish 27.8 17.3 15.5 6.8 
Valid Responses 72 81 110 103 
(ii ) Life style Under 35 Under 35 35-64 35-64 Over No children Children No children Children 64 
% % % % % 
Fresh fish 74.5 69.5 76.4 76.7 60.5 
Smoked fish 11. 8 0.0 12.4 8.1 13.6 
Fish finger/cakes 7.8 13.6 4.5 8.1 6.2 
Canned fish 39.2 27.1 29.2 29.1 14.8 
Shellfi sh 25.5 23.7 15.7 16.3 7.4 
Valid Responses 51 59 87 86 81 
Note: Percentages are households having the various types of fish 
once a fortnight. 
78. 
TABLE 46 
When Fish is Served Regularly by Occupation and 
Lifec ycle 
(i) Occupation 
Breakfast 
Lunch 
Dinner 
Valid Responses 
(ii ) Lifestyle 
Breakfast 
Lunch 
Dinner 
Valid Responses 
Clerical/ Profe ssional/ Trade smen/ Sale s & Retired/ Other Managerial 
% 
5.6 
65.3 
90.3 
72 
Under 35 
No children 
% 
7.8 
66.7 
86.3 
51 
Service 
% 
7.4 
72.8 
85.2 
81 
Under' 3 5 
Labourers 
% 
3.6 
65.5 
86.4 
110 
35-64 
1.9 
61. 2 
74.8 
103 
35-64 
Children No children Children 
% % % 
1.7 5.6 3. 5 
72.9 64.0 67.4 
88.1 84.3 89.5 
59 89 86 
Over 
64 
% 
4.9 
63.0 
72.8 
81 
79. 
TABLE 47 
Frequency of 'Fish and Chips' Purchases by Lifecycle 
and Occupation of the Head of Household 
(i) Occupation 
Once a fortnight 
or more 
Le s s than once a 
fortnight 
Valid Responses 
(ii) Lifecycle 
Once a fortnight 
or more 
Le s s than once a 
fortnight 
Valid Responses 
Profe s sional/ 
Manage rial 
30.4 
60.6 
100.0 
71 
Clerical/ 
Sales & 
Service 
56.2 
43.8 
100.0 
80 
Under 35 Under 35 
Tradesmen/ 
Labourers 
53.3 
46.7 
100.0 
105 
Retired/ 
Other 
16.8 
83.2 
100.0 
95 
35-64 35-64 
No children Children No children Children 
Over 
64 
62.0 67.2 22.4 55.3 10.8 
38.0 32.8 77.6 44.7 89.2 
100.0 100.0 100.0 100.0 100.0 
50 58 85 85 74 
80. 
TABLE 48 
Frequency of Other Takeaways Purchased by Lifecycle 
and Occupation of the Head of Household 
(i) Occupation 
Once a fortnight 
or more 
Le s s than once a 
fortnight 
Valid Responses 
(ii) Lifecyc1e 
Once a fortnight 
or more 
Le s s than once a 
fortnight 
Valid Responses 
Clerical/ 
Profe s sional/ Trade smen/ Sale s & Retired/ Other Managerial Service Labourers 
19.7 17.5 21. 0 5.3 
80.3 82.5 79.0 94.7 
100.0 100.0 100.0 100.0 
71 80 105 95 
Under 35 Under35 35-64 35-64 
No children Children No children Children 
% 
40.0 19.0 5.9 17.6 
60.0 81. 0 94.1 82.4 
100.0 100.0 100.0 100.0 
50 58 85 85 
Over 
64 
2.7 
97.3 
100.0 
74 
81. 
TABLE 49 
Fish Served in Special Dinne rs for Guests by Occupation 
Fish served 
Fish not served 
Valid Re sponses 
Profe s sional/ 
Managerial 
0/0 
34.7 
65.3 
100.0 
72 
Clerical/ 
Sales & 
Service 
0/0 
27.2 
72.8 
100. 0 
81 
Tradesmen/ 
Labourers 
0/0 
13.6 
86.4 
100.0 
110 
Retired/ 
Other 
0/0 
14.6 
85.4 
100.0 
103 
Note: The percentages of 'Fish served' are for those households 
serving fish half of the time or more. 
TABLE 50 
Awareness of Fishing Industry Board Leaflets by Expenditure 
and Occupational Groups 
(i) Expenditure Group Light Medium Heavy 
0/0 0/0 0/0 
Aware of leaflets 55.6 62.9 76.0 
Not aware 44.4 37.1 24.0 
---
100.0 100.0 100.0 
Valid Responses 99 167 75 
Profe s sional/ Clerical/ Tradesmen/ Retired/ (i i) Occupation Sales & Managerial 
Service Labourers Other 
0/0 0/0 0/0 0/0 
Aware of leaflets 78.6 73.1 55.4 48.9· 
Not aware 21. 4 26.9 44.6 51. 1 
100. 0 100.0 100.0 100.0 
Valid Responses 70 78 101 92 
82. 
TABLE 51 
Households with Deep Freezers by Occupation and Age 
of Head of Household 
Profes sional/ Clerical/ Tradesmen/ Retired/ ( i) Occupation Managerial . Sales & Labourers Other Service 
0/0 0/0 0/0 0/0 
1 -2 occupants 45.8 50.0 47.6 33.7 
3 -4 occupants 75.0 69.4 60.7 66.7 
Over 4 occupants 73.3 81. 0 73.9 
All households 59.7 65.4 65.5 35.9 
Valid Responses 72 81 110 103 
(ii) Age Under 25 25-34 35-49 50-64 Over 64 
years years years years years 
0/0 0/0 0/0 % % 
1 -2 occupants 33.3 37.5 42.9 52.8 33.3 
3 -4 occupants 52.6 71. 9 62.5 81. 0 62.5 
Over 4 occupants 50.0 66.7 85.7 75.0 
All households 41. 7 55.4 70.0 56.4 35.8 
Valid Responses 36 74 90 85 81 
83. 
TABLE 52 
Households with Chest Deep Freezers, Storing Fish in 
Past Year 
Chest Deep Fridge Freezer 
No 
Freezing 
Freezer Only Space 
% % % 
Storing Fish 75.1 47.9 10.0 
Not storing 24.9 52.1 90.0 
100.0 100.0 100.0 
Valid Responses 197 146 10 
TABLE 53 
Attitudes Towards Fish by Quantity Purchased 
Attitude Statement "Light" "Medium" '1-Ieavy" User User User 
% % % 
Agreeing Agreeing Agreeing 
1. Fish is better for you 
than meat 54.5 47.3 68.4 
2. Fish is better value 
for money than meat 25.7 45.6 48.7 
3. Fish is quick and easy 
to prepare 88.1 91.1 88.2 
4. Fish is low calorie 
food 70.3 67.2 59.2 
5. Fish doe s not make a 
full meal 23.8 23.1 25.0 
6. Only very fresh fish 
is worth eating 71. 3 76.8 72.4 
ValidRe sponses 101 108 76 
Note: The percentages for statements 1 to 6 are for those house-
holds that "agreed ". 
84. 
TABLE 54 
Attitudes Towards Fish by Occupation and Age of Head of Household 
Professional/ Clerical/ Tradesmen/ Retired/ (i) Occupation Managerial Sales & Labourers Othe rs Service 
0/0 0/0 0/0 0/0 
Agreeing Agreeing Agreeing Agreeing 
1. IIFish is better for 
you than meat II 54.2 46.9 49.1 63.1 
2. IIFish is better value 
for money than meae l 41. 7 22.2 46.4 42.7 
3. IIFish is qUick and 
easy to prepare II 84.7 86.4 89.1 88.3 
4. IIFish is a low calorie 
food II 76.4 66.7 62.7 62.1 
5. IIFi sh doe s not make 
a full meal ll 15.3 25.9 19.1 33.0 
6. "Only very fresh fish 
is worth eating II 72.7 67.9 73.6 81. 6 
Valid Re sponse s 72 81 110 103 
(i i) Age Under 25 25-34 35-49 50-64 Over 64 
years years years years years 
0/0 0/0 0/0 0/0 0/0 
1. "Fish is better for 
you than meat II 47.2 56.8 46.7 49.4 61. 7 
2. IIFish is better value 
for money than meat II 38.9 36.5 38.9 41.2 40.7 
3. "Fish is quick and 
easy to prepare II 69.4 89.2 90.0 94.1 85.2 
4. IIFish is a low calorie 
food II 69.4 68.9 70.0 67.1 56.8 
5, IIFi sh doe s not make 
a full meal" 13.9 2 0.3 2 0.0 25.9 33.3 
6. IIOnly very fresh fish 
is wo rth eating II 55.6 71.2 77.8 77.6 82.7 
Valid Responses 36 73 90 85 81 
Note: The percentages for statements 1 to 6 are for those households 
that agreed. 
85. 
APPENDIX 4 
TABLE 55 
New Zealand Household Composi tion 
New Zealand Census (i) Number of Occupants 1966 1961 1966 1971 1976 
(000 households) 
1 - 2 195.3 229.1 266.9 324.8 414.7 
3 - 4 220.0 232.9 250.2 274.3 323.2 
Over 4 157.2 180.8 199.0 202.6 203.4 
572.5 642.8 716.1 801.7 941.3 
% % % % % 
1 - 2 34.1 35.6 37.3 40.5 44.1 
3 - 4 38.4 36.3 34.9 34.2 34.3 
Over 4 27.5 28.1 27.8 25.3 21. 6 
100.0 100.0 100.0 11)0. 0 100.0 
(ii) Number of Children a New Zealand Census 
1966 1971 1976 
% % % 
Husband and Wife only 29.0 31. 6 34.7 
+ 1 child 18.3 17. 8 17.3 
2 children 22.2 22.0 23.8 
3 or more children 30.5 28.6 24.1 
100.0 100.0 100'.0 
a 
The percentages are for households of one complete family only. 
Census figures were only available from 1966. 
Source: Department of Statistic s, New Zealand. Census of 
Population and Dwellings 1956,1961,1966, 1971, 1976. 

87. 
APPENDIX 5 
TABLE 56 
Price of Fi sh Compared wi th Substitute s and Complementary 
Foods 
Average Retail Price/kg 
Food Items 
Fresh filleted fish 
Sole or flounder 
Smoked Fish 
Salmon (c anned 
220 g) 
Poultry 
Blade Steak 
Hogget Chops 
Bacon 
Ham 
Mince 
Sausages 
Cheese 
Egg s (dozen) 
Baked Beans 
Spaghetti 
(canned 450 g) 
1970 
112 
93 
107 
235 
1975 
209 
170 
187 
373 
Not Recorded 
124 
91 
174 
270 
96 
56 
94 
50 
48 
161 
137 
346 
479 
110 
95 
166 
79 
73 
Consumer Price Index for food 
(Base 1970 = 100 100 157 
June 
1980 
521 
297 
618 
330 
374 
312 
715 
855 
285 
194 
298 
122 
132 
338 
Pe r Cent Change 
1970-80 
365 
219 
163 
202 
~43 
311 
217 
200 
247 
217 
144 
175 
238 
1975-80 
149 
75 
66 
132 
128 
107 
78 
159 
104 
80 
54 
81 
115 
Source: Department of Statistics, New Zealand Retail Prices 1980 (June) 
Prices, Wages and Labour, 1970, 1975. 
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